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This paper introduces an activity used in class to allow students to apply previously acquired 
information to a hands-on task. As the authors have previously shown active learning is a way to 
effectively facilitate and improve students’ learning outcomes. As a result to improve learning 
outcomes we have overtime developed a series of learning activities reinforcing marketing 
theories. In this paper, we provide details of a marketing communications exercise which in 
addition to being a vehicle for active learning also allowed students to apply the results of their 
previous research thereby effectively aligning all learning and assessment tasks. The activity 
required students to take a previously completed environmental analysis of a foreign country and 
using that information develop a print advertisement for an Australian branded product 
unavailable in that country. Details are provided on the in-class activity including guidelines for 
conducting the practice-orientated exercise and information on the assessment tasks leading up to 
this activity. The paper provides academics with an example of how to apply concepts to real life 
examples in the classroom and give students hands on experience and further shows how learning 
can be scaffolded through assessment.  We found that students actively engaged in the experience 
and improved their learning outcomes through application of their previous research and the 
concepts discussed in class. 
 





he activity reported in this paper was implemented at an Australian university in the subject 
International Marketing (at postgraduate level). This subject is an elective subject for the students 
concerned. The subject focuses on the dynamic nature of international marketing. One of its aims is 
to give students a critical appreciation of the inherent challenges contemporary firms encounter in creating and 
maintaining competitiveness globally. The subject is undertaken in one semester (10 weeks), which consists of 40 
contact hours in class. Within this subject a combination of different activities are used however this paper deals 
specifically with the marketing communications activity. 
 
Our rationale for using this marketing communications activity is presented in the first section, where we 
provide the findings of an investigation into the existing literature on the use of hands-on and application based 
activities. Based on the literature review we set the objectives for the exercise and look at the way in which we 
aimed to achieve these objectives. We provide a brief explanation of the strategic importance of marketing 
communications in international marketing to highlight the relevance of this exercise. We describe in detail how the 
activity was implemented which allows for others to replicate this in their courses. 
 
APPLIED ACTIVE LEARNING 
 
Our previous research in this area has led us to firmly believe that the biggest challenge in business 
education is finding ways of bringing reality to the class room to keep students engaged. We are not the only ones to 
recognize this as crucial and other researchers have long recognized the importance of bringing relevance and real 
life experience to the classroom (Sutton-Brady 2006; Elam and Spotts 2004; Kennedy, Lawton and Walker 2001; 
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Razzouk, Seitz and Rizkallah 2003; Tabor 2005; Young 2002; Zych 1997). Hands-on experience is also seen as a 
vital part of students’ learning experience (Granitz 2001). Many business schools around the world have realized as 
well that this is important and have integrated industry placements into their courses. But this is not always possible 
for all schools and therefore finding ways of making classroom learning more active and realistic allows students to 
experience applying theory and knowledge to real life problems. 
 
Traditionally university teaching and learning was very passive but action learning moves away from that 
by instigating learning through experience, where the environment is the classroom and the task the vehicle for 
learning (Smith and O’Neill 2003). This move has in part come about because of the criticism of traditional teaching 
approaches at universities as noted by Cunningham 1991 (cited in Jones-Evans et al 2000) “if one accepts that high 
professional performance is a function of the successful combination of knowledge, skills and attitudes, then 
typically business schools have focused on the first, largely ignored the second and assumed the third”. 
 
This argument has been furthered by many authors who show that students have expressed a strong interest 
in applying their classroom knowledge and many authors have shown how active learning can achieve this 
(McConnell et al 2003; Hamer 2000; Gremler et al 2000) It is strongly felt by Gremler et al (2000) that ‘students 
must experience the class material and make it part of themselves’ and that this does not occur ‘when students 
simply listen to lectures, memorize information and take objective exams’.  
 
Active learning has been described as a broad concept, which involves a number of instructional techniques 
(Bicknell-Holmes & Hoffmann 2000). This is an important definition for us as we utilize active learning in a number 
of ways and for this particular activity are using it in a very applied manner. Not much has been written about the 
application approach as in many cases it is assumed. But for us it is vital as we have the students engage with their 
research and build on that assessment thereby scaffolding their learning.  
 
SPECIFIC LEARNING OBJECTIVES 
 
As with previous activities we designed and implemented (Sutton-Brady and Stegemann 2010, Stegemann 
and Sutton-Brady 2011), we wanted to design an activity that would be directly aligned with learning outcomes of 
our unit International Marketing at postgraduate level. Application driven activities provide students with real life 
examples and can be tied in with learning outcomes as well as subject content. This activity’s learning outcomes 
include: 
 
 Design an application driven activity that gets students involved and let them apply theoretical concepts 
and findings from their first assignment (Marketing Environment Analysis for a foreign country of their 
choice). 
 Provide an engaging environment that also fosters teamwork. 
 Create an activity that uses real-life marketing cases and relates to students’ interests and experiences. (It is 
easier to get students involved and increase their own knowledge when using activities they are familiar 
with (Pearce & Sutton-Brady 2003).  Dacko (2001) also highlighted that students’ learning is increased 
when context is situation driven as well as when students can see, listen, and read about it. 
 Increase critical thinking. 
 Increase learning outcomes through increasing students’ level of motivation and engagement. 
 
APPLICATION DRIVEN ACTIVITY 
 
As demonstrated above, research studies support that students show increased engagement and interest 
when completing application driven class activities.  As for our other activities, our objective was to tap into 
students’ areas of interest, increase their engagement and importantly encourage critical thinking. We have designed 
four marketing mix strategy activities asking students to apply the knowledge they gained through the marketing 
environment analysis, which they had to complete throughout the first part of the subject.  In this paper, we now 
present our marketing communications activity; our other activities will be presented in future papers. 
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Students formed groups in week 1 and jointly decided on the country and brand to be analysed. Students 
usually choose a country and brand they have some familiarity with and definitely interested in.  Often at least one 
student has firsthand experience and knowledge about the foreign country. They then complete the marketing 
environment analysis. The environmental analysis forms the first assignment due in the middle of the class schedule, 
and has been discussed and graded by the time the marketing mix activities take place.  They have therefore at this 
stage had considerable feedback on how to improve it. Our marketing communications activity asks students to 
reflect on their marketing environment analysis and based on their findings to develop a print advertising campaign 
that can include print ads, leaflets, posters, etc.   
 
Marketing communications strategies form a crucial element to communicate a company’s brand identity 
and image with the overall objective to increase brand equity.  Marketing communications facilitates the formation 
of strong, unique and favourable associations. Advertising in particular aids to inform, persuade and remind 
customers of a brand and its attributes. 
 
Students usually enjoy the marketing communications topic and are naturally motivated and interested in it. 
They also believe that they know everything about it, as they are exposed to it non-stop.  This activity is great to 
demonstrate the complexity and challenges that come with the design of a marketing communications strategy, here 
in particular, a print advertising campaign. 
 
Students are advised to bring a copy of their marketing environment analysis to each class covering the 
marketing mix elements.  In the beginning of the class, students are asked to draw a diagram that depicts the 
marketing communications process and elements (e.g. Sender, Message, Media, Receiver, Noise, and Response) 
including the influencing variables (availability, cost, legal constraints, etc.).  Once they have completed their 
diagrams, they hang them on the wall for comparison and discussion.  This activity takes about 30 minutes including 
discussion and ensures that all students understand the theory and use the same frameworks.   
 
Following the warm-up activity, students are then instructed to design a print campaign (e.g. poster, 
magazine/newspaper ad, leaflet, etc.) for their chosen product and country based on their environmental analysis.  
They are given A1 sheets and markers and have 45 to 60 minutes to discuss and develop their strategy, the design 
and layout including visualisation.  Once completed, students hang up their print strategies and present them in turn.  
Each group has to explain and justify their strategy and convince the class that it will reach the target audience.  We 
encourage students to critically analyse each others’ strategies and to ask questions, which fosters lively discussions.  
 
We also ask the students to write down the information they would have needed for the design of the 
strategy, but did not include in their marketing environment analysis.  Naturally, students have gaps in their 
environment analysis, as they don’t have the experience yet to consider all marketing mix decisions when putting it 
together. Their cultural awareness is heightened with this activity as they realise the importance of getting their 
message across in a foreign country.  
 
Below are two examples of student work. The first advertisement promotes UGG boots in China focusing 
on young fashion-conscious women.  The advertisement combines Australian fashion and quality with Chinese 
symbols such as the colour red.  The second advertisement emphasises the health benefits of homogenised milk. It 
further suggests that it provides strength and energy, which appeals to the male market. 
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Our aim in designing and implementing this activity was to create an interactive learning activity that is 
current and relevant and also can be easily implemented by other educators. We feel this paper has definitely 
allowed us to achieve this aim. It has also been encouraging for us as educators to see the success of this activity 
especially in terms of student learning. This success encourages us to continue with the development of interactive 
class activities and to increase the variety of teaching methods used in class. In particular the applied nature of the 
activity really added value to the student experience. Students felt also that they could now see the relevance of 
previous assessment tasks and were appreciative of the scaffolded nature of the approach. 
 
Providing students with an avenue for using their previous research is a highlight of this approach. They 
can clearly see how what they have learned can be applied. Most importantly many become very conscious of what 
they have missed in their previous assessment and it makes them realize that so much more can be done. This pushes 
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